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Introduction
The environmental issues surrounding consumers are a challenge to business. Air pollution, loss of biodiversity, water contamination and land degradation are among the issues that business professionals face in capturing opportunities (Howes and Wyrwoll, 2012; Nielsen, 2015; Shah, 2014) . In Asia, business opportunities share these typical challenges, especially concerning water contamination and land degradation (ADB, 2011; Howes and Wyrwoll, 2012; Yam-Tang and Chan, 1998) . Business professionals have started to realize that environmental issues can serve as threats as well as opportunities to their businesses (ABC, 2015; McKinsey, 2010) . Consumer switching is a clear business threat, as companies may lose customers due to their switching to competitor products and business opportunities, as target customers may opt for other companies' products. Investigating consumer intention to switch to products that are more eco-friendly compared to the products they purchase currently is therefore essential. Within the environmental context, such investigation is useful for finding ways to manage intention to switch, i.e. how to avoid customers switching to a competitor's products and encourage them to switch to one's own products.
Consumer switching has received attention from scholars in the past. A recent survey suggests that consumers have to spend more to switch to more eco-friendly products (Nielsen, 2015) . Large business opportunities, especially in Asia, are generated by consumers who generally have low per capita incomes (less than US$1.25 per day); to reduce living costs, they are highly dependent on the environment, e.g. as a source of daily drinking water (ADB, 2011; Howes and Wyrwoll, 2012) . As such, environmental degradation and environmental improvement have a direct impact on their lives. Customers' intentions to switch to eco-friendly products remain unexplored in studies on consumer switching (see Njite et al., 2008) and on eco-friendly purchases (see Joshi and Rahman, 2015) . Thus, it is still unclear how to manage consumer intention to switch to more eco-friendly products, given their perceived budget constraints.
Regardless of background such as income level, consumers want to live happily. Happiness is an ultimate life goal that every consumer generally wants to achieve (Larsen and Eid, 2008, p. 8) , and they often purchase products to achieve this goal (Schkade and Kahneman, 1998) . Happiness is highly subjective, but it is simply about accomplishing what one desires (Lazarus, 1991, p. 267) . Therefore, those who are highly dependent on the environment potentially perceive that environmental improvement would make their lives happier. Currently, environmental degradation makes consumers live less happily because such degradation creates diseases (e.g. cancer) (Cuñado and Gracia, 2013) ; this suggests that consumers may select more eco-friendly products to improve the environment. The above discussion implies that it is still unclear how to manage consumer intention to switch to more eco-friendly products given their perceived budget constraints on living happier lives.
Indonesia is a suitable country for investigating intentions to switch among consumers. In 2012, this country provided US$0.5tn in business opportunities, and by 2030, such opportunities are estimated to reach US$1.8tn (Oberman et al., 2012) . These opportunities are too big to ignore. As in many Asian countries, business opportunities are challenging to pursue, as consumers generally have low income and live less well because environmental degradation creates diseases and unhealthy conditions (Statistics Indonesia et al., 2013; Howes and Wyrwoll, 2012; Oberman et al., 2012) . For that reason, Indonesian consumers potentially seek ways of switching to more eco-friendly products without having to spend more to live healthier and hence happier lives.
This study aims to explore factors that make Indonesian consumers differ in their intentions to switch to more eco-friendly products. Exploring these factors is intended to identify ways of managing their intentions to switch. This study contributes to the marketing literature on managing intentions to switch among consumers who perceive that they can switch to more eco-friendly products without spending more, to make their lives happier.
The remainder of the paper proceeds as follows. The next section reviews the relevant literature. Hypotheses based on the review are then proposed and the experimental methods are described. The results and discussion are then presented, followed by an indication of the limitations and suggestions for future research directions.
Background and hypotheses

Background
Consumers may have their own reasons for switching to another product. They may switch to obtain lower-priced products, seek variety or improve current decisions (Njite et al., 2008) . According to Njite et al. (2008) , consumers generally switch for the last reason. Once consumers switch, they are less likely to go back to the products they purchased previously. This typical switching behavior has a great impact on business. Thus, this study focuses on intention to switch as making a decision to improve. Consumers may perceive their current products as having eco-friendly ingredients, but they potentially need something more eco-friendly given the rise of environmental degradation. Therefore, this study specifically investigates the intention to switch to more eco-friendly products.
Budget constraints may not inhibit consumers from making this switch. Switching to eco-friendly purchases depends on consumers' perceived ability to improve their experiences with current products (Kumar and Ghodeswar, 2015) . Literature on consumer decision-making suggests that there are three potential improvements. The first relates to the process of arriving at purchase of the current product, where consumers often use counterfactual thinking (CFT) (e.g. I nearly purchased a better product; if only I had considered more information prior to purchase) (Epstude and Roese, 2008; Pierro et al., 2008; Roese, 1999) . CFT refers to thinking that counters factual experience, and takes place because consumers can think about not only what has happened, but also about what nearly happened (Kahneman and Miller, 1986) .
It is possible that, through CFT, consumers imaginatively consider that they might have purchased cheaper, eco-friendly products, if only they had considered more information prior to purchase. CFT can, therefore, help consumers learn that their current purchase process is improvable (Epstude and Roese, 2008) . Incorporating CFT may explain whether the intention to switch to more eco-friendly products is an improvement over the decision concerning the purchase process that inappropriately considered the environment.
The second potential improvement relates to possession of the purchased products because this is the outcome of the purchase. Consumers may experience the feeling of possessing attractive items (those that make them feel comfortable, such as eco-friendly products), or possessing unattractive items (those that make them feel uncomfortable, such as eco-unfriendly products). Once consumers think about changing their current product for another, there is potential for possession loss of the current product and possession gain of new products. The research documents that consumers tend to exaggerate loss more than gain, which is known as loss aversion (LA) (Brenner et al., 2007; Kahneman and Tversky, 1979; Kahneman, 2011) . According to Kahneman (2011) , LA takes place because consumers believe that they will survive better if they weigh losses more highly than the corresponding gains. Brenner et al. (2007) added that LA is not a preference for keeping one's current choice, but rather an exaggeration of items leaving ones possession; therefore, it should be interpreted as loss exaggeration or loss sensitivity.
For attractive items, Brenner et al. (2007) found that exaggeration of loss makes it difficult for consumers to accept alternatives because their current items are already attractive. They tend to view the dissimilarity in the benefits between items. Consequently, they are less likely to switch to avoid losing something attractive. For unattractive items, Brenner et al. (2007) found that exaggeration of loss makes it easier for consumers to accept alternatives because their current choice is unattractive, so they wish to get rid of something poor. They tend to view the similarity in terms of the benefits between products. Consequently, they are more likely to switch to lose something unattractive.
The switching tendency toward possession of unattractive items suggests that LA can help consumers learn that the outcome of their current purchase is improvable. They can improve the outcome by seeking similar benefits between their current product and a more eco-friendly one (Beretti et al., 2009) . Incorporating LA may explain whether the intention to switch to more eco-friendly products is an improvement in a decision concerning a purchase outcome that is currently unattractive from an environmental standpoint.
The third potential improvement relates to happiness. As mentioned earlier, it is because consumers often purchase products that they believe will make their lives happier. Many factors could contribute to one's happiness, but consumers frequently focus on a certain factor that is important to their lives. Focusing on a certain factor as a determinant of happiness is known as focusing illusion (FI) (Kahneman et al., 2006; Kahneman, 2011; Schkade and Kahneman, 1998) . FI occurs because people have difficulty in providing an appropriate weight to factors that contribute to their happiness (Schkade and Kahneman, 1998) . In the context of the rise of environmental degradation, it is possible for consumers to perceive that the environment determines their happiness, suggesting the potential experience of FI concerning the environment. FI can, therefore, help consumers learn that their happiness is improvable (Schkade and Kahneman, 1998) . Incorporating FI may explain whether the intention to switch to more eco-friendly products is an improvement to a decision concerning happiness.
The above review suggests that CFT, LA and FI relate to improving decisions, but have different aims. CFT relates to decision improvement concerning the purchasing process, LA relates to decision improvement concerning purchase outcomes and FI relates to decision improvement concerning happiness. These three factors are essential, as they commonly inform improvement of consumers' daily decision-making and potentially drive intention to switch (Kahneman, 2011) . Among Indonesian consumers, intention to switch is common because they are generally more focused on the core product's function than on its brand's reputational appeal (Kawazu, 2013) . As such, products are easily interchangeable as long as they share the same function.
Hypotheses
Counterfactual thinking and intention to switch to more eco-friendly products.
The rise of environmental degradation may make consumers reconsider a purchase and think counterfactually. To illustrate, consumers may first realize that environmental problems in their homes' surroundings come from the products they purchase. They realize that they should therefore have considered the environment prior to selecting the products. As mentioned earlier, they may then realize that they could have purchased more eco-friendly products within their budget constraints, if only they had considered more information prior to purchase.
It is likely that such CFT helps consumers plan future actions that avoid losing the opportunity identified to purchase products that are more eco-friendly. The action of planning potentially represents an intention to switch to the more eco-friendly product because CFT drives intentions to change daily behavior (Smallman and Roese, 2009 ). Moreover, consumers tend to think of better, rather than worse, alternatives when they engage in CFT (Mandel, 2003) . Thus:
H1. Intention to switch to more eco-friendly products is higher when consumers engage in CFT than when they do not.
Loss aversion and intention to switch to more eco-friendly products.
Research has documented consumers' LA for attractive and unattractive items and their effects on intentions to switch. For attractive items, LA makes consumers stay with their current choices. For example, Knetsch (1989) found that participants who possessed chocolate bars were reluctant to lose their products to gain mugs, and those who possessed mugs were reluctant to lose the product to gain chocolate bars. Similarly, Kahneman et al. (1990) found that participants who possessed both mugs and pens were reluctant to lose the products. Brenner et al. (2007) found that participants who perceived their jobs as attractive were reluctant to switch to another job.
For unattractive items, the findings are reversed: LA makes consumers more likely to switch. In this vein, Brenner et al. (2007) found that participants who perceived their current jobs as unattractive were more likely to switch to another job. Similarly, Genakos et al. (2015) found that participants who perceived they paid too much for their monthly phone package were more likely to switch to another phone package.
However, the extant literature on LA is lacking exploration of how the phenomenon relates to products that consumers perceive as contributing to environmental degradation. According to Yam-Tang and Chan (1998) , such products include household cleaning agents (e.g. detergents), paper products, aerosols, glass (including bottles), plastics (including packaging), pesticides and wood. These products potentially make consumers feel uncomfortable, and therefore, are potentially perceived as unattractive items (Brenner et al., 2007) . Following the principle of LA, where consumers exaggerate loss more highly than the corresponding gain, possession of unattractive items makes consumers more likely to switch. As the current study tests an unattractive product (i.e. detergent), the above review of the literature leads to the following hypothesis:
H2. Intention to switch to more eco-friendly products is higher when consumers follow the principle of LA than when they do not.
Focusing illusion and intention to switch to more eco-friendly products.
FI is common in consumers' daily lives. Consumers might perceive that they would be happier if they were richer (Kahneman et al., 2006) , had children (Powdthavee, 2009) or even just looked better (Kaczmarek et al., 2014) . With respect to environmental degradation, they may perceive that they would be happier if the environment was better, suggesting a FI concerning the environment (Schkade and Kahneman, 1998).
It is possible that the intention to switch to more eco-friendly products is higher when consumers experience a FI concerning the environment than when they do not. This is attributable to perceiving the illusion that environmental conditions determine consumers' happiness, and so, they often purchase products that they believe will make their lives happier (Schkade and Kahneman, 1998). Thus:
H3. Intention to switch to more eco-friendly products is higher when consumers experience a FI concerning the environment than when they do not.
Methods
Research design
The main issue in the study of relationships among variables is the presence of extraneous variables. An experimental research design allows researchers to control the variables, such as by randomly assigning participants to experimental conditions (Cozby and Bates, 2012, p. 81) . For this reason, the current study selected the experimental approach as a suitable method.
In this experiment, the independent variables (i.e. CFT, LA and FI) were differentiated into two levels, as they are qualitative in nature (Miller, 1996, p. 124) . Because there are two levels for each variable, this study formed eight experimental groups. The different levels of the independent variables were presented to the participants in written scenarios. The process for developing the scenarios was as follows.
Scenario development
The process of scenario development is illustrated in Figure 1 . Within Indonesian households, most married men (64.3 per cent) reported that their wives should be responsible for purchasing household products (Statistics Indonesia and Macro International, 2008, p. 37) ; this was confirmed in a recent survey (Shekhawat, 2015) . The findings suggested that Indonesian females are an appropriate focus for this study, and that focusing on a female sample would increase its practical relevance.
Thirty-eight Indonesian females were interviewed to explore their individual experiences. The interviews took place in the participants' homes and workplaces, as well as in public places, and lasted from 30 to 90 min depending on the information shared. The participants were purposively selected based on their demographic characteristics: income, education level and age. The interviews found that some participants washed their dishes using dishwashing detergent, while others used baking soda, which is also commonly used for baking cakes. Both products are easily accessible from local convenience stores and are often placed alongside each other in the kitchen. As such, the two products might be interchangeable, both in the convenience store and at home. In line with findings from a study by Yam-Tang and Chan (1998) , the respondents perceived dishwashing detergent to contain chemical ingredients that could degrade the environment, suggesting that the product is an unattractive item. As baking soda is a food additive, participants perceived the product as more eco-friendly than dishwashing detergent.
Some of the interview's semi-structured questions, which included "Could you tell me the purchasing process for dishwashing detergent?" and "Do you have any experiences of thinking that the purchasing process could be more eco-friendly?", explored CFT. The first was intended to explore the unavailability of CFT in the purchasing process (thus, CFT ϭ "no" in the experimental design), while the second was intended to explore the availability of such thinking in the purchasing process (CFT ϭ "yes").
To explore LA, questions were asked such as "Could you tell me the benefits of purchasing dishwashing detergent?" and "Do you have any experiences of baking soda delivering the benefits of dishwashing detergent?". The first question sought to explore the absence of the principle of LA for possession of an unattractive item (i.e. dishwashing detergent) (LA ϭ "no"), whereas the second question was intended to explore the principle of LA for possession of an unattractive item (LA ϭ "yes").
To explore the FI, questions included "Could you tell me what makes you happy?" and "Do you have any experiences of perceiving that the environment serves as one factor that influences your happiness?". The first was intended to explore having no experience of a FI concerning the environment (FI ϭ "no"), while the second question was intended to explore the experience of having a FI concerning the environment (FI ϭ "yes").
The results of the interviews were then analyzed, resulting in a summary of the general findings. Three focus group discussions were conducted with the interview participants to explore group opinions on the general findings and to finalize the scenarios (see Appendix for the conditions for CFT ϭ no and the wording for CFT ϭ yes, LA ϭ no, LA ϭ yes, FI ϭ no, and FI ϭ yes).
The study presented the scenarios from the perspective of a third person (i.e. Mrs Ani) to make respondents feel more comfortable about reading scenarios illustrating eco-unfriendly behavior (Wason et al., 2002) . Likewise, respondents were asked to answer questions from the perspective of another person (e.g. "How likely is Mrs Ani [. . .]") to encourage them to feel more comfortable about sharing their true opinion, even if eco-unfriendly (Chaudhuri and Christofides, 2013; Tourangeau and Yan, 2007; Wright, 2012) .
Figure 1 Process of scenario development
Measures
To improve the quality of responses, the research made a trade-off between length of scenario and the number of questions that followed. Multi-item measures may capture more information compared to single-item measures, but the former may create greater respondent boredom and fatigue, which, in turn, may decrease the quality of responses (Bergkvist and Rossiter, 2007; Fuchs and Diamantopoulos, 2009 ). To allow respondents to read the scenarios carefully and provide accurate answers (MacKenzie and Podsakoff, 2012), single-item measures were selected as the solution (Bergkvist and Rossiter, 2007; Fuchs and Diamantopoulos, 2009 ). This study developed single-item measures for the independent variables, as they were not found in the literature. After pilot testing, the wording for an item measuring CFT was "Mrs Ani's purchase process for dishwashing detergent is unjustified", while for LA it was "Baking soda delivers similar benefits of dishwashing detergent". For FI, the wording was "The environment influences Mrs Ani's happiness". The independent variables were measured on a seven-point Likert scale (1 ϭ totally disagree to 7 ϭ totally agree).
Behavioral intentions have been identified as an easily understood variable, and a single-item measurement is recommended in this regard (Petrescu, 2013) . Like the study of Wirtz et al. (2014) , which applied material derived from Burnham et al. (2003) , this study measured intention to switch through the question, "How likely is Mrs Ani to switch from purchasing dishwashing detergent to baking soda?". This dependent variable was measured on a seven-point semantic differential scale (1 ϭ very unlikely to switch to 7 ϭ very likely to switch).
Validity and reliability
Validity of the developed items was assessed through content validity as this is the only form of essential validity (Rossiter, 2002) . Five researchers in consumer behavior were asked to rate each of the items in terms of 1 ϭ clearly representative of the variable, 2 ϭ somewhat representative of the variable or 3 ϭ not representative of the variable (Zaichkowsky, 1985) . These experienced judges agreed that the developed items were clearly representative of the respective variables, thereby indicating adequate content validity of the items (Netemeyer et al., 2003, p. 103) .
Two pre-tests were conducted to assess test-retest reliability. The two pre-tests were also useful for checking the manipulation of the independent variables to ensure success in the main experiment. In the first pre-test, 40 female Indonesian graduate students were randomly assigned to one of the eight scenarios and answered the questions that followed each scenario. There is similarity in the way individuals process information and respond, as found in studies comparing students and housewives on corporate image (Clevenger et al., 1965) , cognitive dissonance (Sheth, 1970) and product preference (Enis et al., 1972) ; thus, it was considered acceptable for this study to pre-test the experiment on students. In the second pre-test, which was conducted 12 days later, the participants were asked to evaluate the assigned scenario in pre-test 1 and then answer the questions that followed. The results show that the correlations between Pre-test 1 and Pre-test 2 for both the independent variables and the dependent variables were positive and significant (p Ͻ 0.01 in all cases), which indicates acceptable test-retest reliability (Gignac, 2009, p. 12) .
Manipulation checks
An analysis of variance (ANOVA) was employed to check the manipulation of the independent variables in the eight groups (Hair et al., 2006, p. 391) . The manipulation was successful both in the two pre-tests and the main experiment. In the pre-tests, Table I shows there are significant differences in the means of CFT between the participants reading past purchase process should have been more eco-friendly (CFT ϭ "yes") and participants reading past purchase process should not have been more eco-friendly (CFT ϭ "no"), where such differences are in the intended direction (Pre-test 1: 5.40 vs 3.40; Pre-test 2: 5.30 vs 3.40, p Ͻ 0.01 in all cases).
The two pre-tests also show significant differences in LA between participants reading the more eco-friendly product can deliver the prior product's benefits (LA ϭ "yes") and participants reading the more eco-friendly product cannot deliver the prior product's benefits (LA ϭ "no"). Again, such differences are in the intended direction (Pre-test 1: 5.75 vs 2.95; Pre-test 2: 5.60 vs 3.35, p Ͻ 0.01 in all cases).
Finally, the two pre-tests also show significant differences in FI between participants reading the environment influences one's happiness (FI ϭ "yes") and participants reading the environment does not influence one's happiness (FI ϭ "no"). Again, such differences are in the intended direction (Pre-test 1: 6.45 vs 3.25; Pre-test 2: 6.10 vs 3.35, p Ͻ 0.01 in all cases). The main experiment shares similar results, suggesting that manipulation of the independent variables produced the intended effects (Perdue and Summers, 1986).
Participants and data collection
Data gathered from the main experiment were used to test the hypotheses. The data were collected in Surabaya, Indonesia during a two-month period in 2013. Using purposive sampling, potential female participants were approached at their homes, workplaces and in public places, with participation elicited on a voluntary basis. Among 350 distributed questionnaires, 267 usable questionnaires were returned, representing a response rate of 76.29 per cent. To assess the potential of non-response bias, this study compared the scores of the variables in the study between early respondents and late respondents (i.e. those who responded after several attempts), but there were no significant differences, suggesting that non-response bias was not an issue (Lineback and Thompson, 2010) .
The characteristics of the participants indicated that they obtained their drinking water from wells (47.2 per cent), which is comparable to those who did not (52.8 per cent). This figure is representative of the Indonesian population, which has an equal proportion of individuals who obtain drinking water from wells and non-wells (e.g. bottled water) (Statistics Indonesia et al., 2013, p. 10) . The majority of participants were young, with the age range of 21-30 years (65.1 per cent), followed by 17-20 years (24.0 per cent), 31-40 years (7.5 per cent) and over 40 (3.4 per cent). The majority of young participants was considered representative of the dominance of young females in the Indonesian female population, as reported in the latest 2010 census (28.22 per cent aged under 15; 66.76 per cent aged between 15 and 65; and 5.02 per cent over 65 years) (Statistics Indonesia, 2010) . Most of the participants were senior high school graduates (75.3 per cent), followed by university graduates (24.0 per cent) and elementary school/junior high school graduates (0.7 per cent). To qualify for inclusion in the study, the respondents had to be literate, and therefore were at least elementary school graduates. The above participant profile was considered acceptable, as this study controlled the extraneous variables through randomization (Berkowitz and Donnerstein, 1982) . 
Procedure
Participants who agreed to engage in the main experiment were randomly assigned to one of eight scenarios. They were instructed to read and follow their assigned scenario and then respond to the subsequent questions, which were intended to measure the independent and dependent variables, and then to provide their demographic details. To help minimize the editing of responses, participants were instructed to keep their answers anonymous and respond as honestly as possible, as there were no right or wrong answers (Podsakoff et al., 2003) .
Analysis and results
There were eight experimental groups in which this study analyzed the mean differences in intentions to switch. For this reason, ANOVA was employed as a suitable method (Hair et al., 2006, p. 391) . The results are shown in Table II , which demonstrates that intentions to switch among the groups are significantly different (F(7, 259) ϭ 19.86, p Ͻ 0.001). Table II shows that the R-squared value is 0.349, meaning that the three independent variables (i.e. CFT, LA, FI) explain the 34.9 per cent variation in intention to switch. To determine which scenarios produced significantly different intentions to switch, Bonferroni's post hoc test was carried out. The results show that intention to switch did not differ significantly between participants reading the CFT ϭ yes, LA ϭ yes, FI ϭ yes and CFT ϭ no, LA ϭ yes, FI ϭ yes scenarios, but that the group reading CFT ϭ yes, LA ϭ yes, FI ϭ no; CFT ϭ yes, LA ϭ no, FI ϭ yes; CFT ϭ yes, LA ϭ no, FI ϭ no; CFT ϭ no, LA ϭ yes, FI ϭ no; CFT ϭ no, LA ϭ no, FI ϭ yes; and CFT ϭ no, LA ϭ no, and FI ϭ no scenarios showed significantly lower intentions to switch. Table III shows the cell means for switching intention. Table II shows that the effect of CFT on intention to switch was not significant (F(1, 259) ϭ 1.94, p Ͼ 0.1). Table IV shows that intention to switch in the group reading about the availability of CFT was not significantly different compared to those reading about its unavailability (4.55 vs 4.42, p Ͼ 0.1). These results do not support H1.
As predicted, Table II shows that the effect of LA on intention to switch was significant (F(1, 259) ϭ 62.87, p Ͻ 0.001). Table IV shows that intention to switch in the group reading the retained condition of prior purchased product benefits was significantly higher than the group receiving the non-retained condition (5.23 vs 3.74, p Ͻ 0.001). These results support H2.
Finally, Table II shows that the effect of FI on intention to switch was significant (F(1, 259) ϭ 67.56, p Ͻ 0.001). Table IV shows that intention to switch in the group receiving the influence condition was significantly higher than the group receiving the non-influence condition (5.24 vs 3.71. p Ͻ 0.001). These results support H3. Table V shows a summary of the hypotheses testing.
Discussion
This study empirically examined the influence of CFT, LA and FI on consumer intention to switch to products that are more eco-friendly compared to their current products. The results of the study indicate that intention to switch differs owing to LA and FI, but not based on CFT. When consumers follow the principle of LA (exaggeration of loss more than gain), they are more likely to switch to leave an unattractive product (i.e. one that they perceive as contributing to environmental degradation) than when they do not. This finding suggests that environmental issues could make loss-averse consumers more prone to accept eco-friendly alternatives over their current choices within their perceived budget constraints. This finding is consistent with previous studies (Brenner et al., 2007; Genakos et al., 2015) . The implication is that companies should ensure they effectively communicate how their products contribute to saving the environment. As this communication could deter customers from perceiving that their current products are unattractive, they would 
H1
Intention to switch to more eco-friendly products is higher when consumers engage in counterfactual thinking than when they do not
NS Unsupported
H2
Intention to switch to more eco-friendly products is higher when consumers follow the principle of loss aversion than when they do not 62.87 ** Supported
H3
Intention to switch to more eco-friendly products is higher when consumers experience a focusing illusion concerning the environment than when they do not
** Supported
Notes: NS ϭ not significant at p Ͼ 0.1; **p Ͻ 0.001 stay with their current choices. The communication could also be used to encourage target customers to switch to a company's products and lose their current unattractive products.
Moreover, when consumers experience FI concerning the environment (determining happiness based on environmental conditions), they are more likely to switch to make their lives happier compared to when they do not experience this FI. This finding suggests that financial constraints may not inhibit consumers from switching to more eco-friendly products to improve the environment and realize a happier life. This finding is consistent with Cuñado and Gracia (2013) , who found the environment determines one's happiness. The finding supports Schkade and Kahneman (1998) that consumers may think of happiness through FI and that such illusions may drive their intention to switch. The implication of this finding is that effective communication on how companies' products save the environment and help consumers live happily could result in customers perceiving that they do not need to switch to a competitor's products. The communication could also be used to encourage target customers to switch to the companies' products to make their lives happier.
There was no difference in intentions to switch to more eco-friendly products between consumers who engage in CFT and those who do not. This finding suggests that thinking of a better purchase process for selecting products does not make a difference to intention to switch. One proposed explanation for this is that such thinking requires participants to deal with a high level of abstract thinking. Seeking a more eco-friendly product may not be supported by such thinking currently.
In general, the intention to switch to more eco-friendly products indicates a high demand among consumers for products that have more environmental attributes, and are also able to function according to their original purpose, such as cleaning. Perceived budget constraints may not inhibit consumers from developing intentions to switch to more eco-friendly products so as to live happier lives. Companies that can manage consumer intentions to switch will be in a better position to acquire business opportunities in Asia and, in particular, Indonesia.
Limitations and future research direction
There were several limitations in this study, which provide future research opportunities. First, the scenarios were presented in a written format, which may simplify real consumers' experiences and provide the opportunity for presentation in a real-life situation. Second, single-item measures were used in measuring the independent and dependent variables. In this respect, future researchers may wish to develop multi-item measures to more richly capture the variables. Third, females were selected as participants in this study because, culturally, they are the decision-makers in the home in the Indonesian context. In another respect, females may not be the decision-makers; this limitation provides the opportunity to explore intention to switch among males, as well as to explore the generalizability of this phenomenon across other Asian countries and marketing opportunities.
Mrs Ani plants fruits and vegetables near her house. She also breeds some fish behind her house to supplement her daily diet, while for drinking water, she uses the well beside her house. For cleaning dirty dishes, she needs a cleanser, so she goes to the shop to find the best choice. She then buys dishwashing detergent.
Ten years later, Mrs Ani began to feel that her decision was not appropriate. She reasoned that the chemical ingredients found in the detergent she was using could contaminate her well, which she used for drinking water. She also felt that she was easily seduced by advertising, without considering the dangers of the products she bought. However, some housewives in her neighborhood had told her about a cheaper, eco-friendly cleanser. If she followed their advice and bought the cleanser they recommended, she would have the better choice.
She once partook in a study group, where she discovered that baking soda could be used for cleaning dishes. Baking soda, which is usually used for baking cakes, could also be used to remove grease and dirt -perfect for cleaning dishes. Moreover, the price of baking soda was very cheap, only IDR 6.500 (US$0.5) per kg; it is even gentle on the hands and easy to get in local shops. She also felt that baking soda had several other benefits. Compared to detergent, baking soda was more eco-friendly, so it would not endanger the well water she consumed. She realized that using detergent was causing her to worry about her health, and thought that the well was being contaminated by the detergent due to the wastewater from dishwashing finding its way into the nearby well.
It is important for Mrs Ani to preserve the environment, as she is dependent on the environment and it is the only place for her to live happily. All of the dish washing wastewater flows into the ground, where she grows her food and drinks the water. When wastes endanger the environment, they can contaminate the food and drinking water, and thus undermine hygiene as well. Mrs Ani wishes to keep the environment clean and safe wherever she lives.
Scenario 2
The wording for availability of counterfactual thinking (CFT ϭ yes), following the principle of loss aversion (LA ϭ yes) and no experience of focusing illusion (FI ϭ no) are shown in paragraphs 2, 3 and 4, respectively.
Mrs Ani and her dish cleanser
After thinking about all of this, Mrs Ani concluded that preserving the environment is not important because it does not determine her happiness in life. Thinking of the environment is too tiresome because it takes too much energy. What makes her feel relaxed and happy is preferable by far, and therefore, why should she have to consider the environment? It is not her responsibility. She doesn't really care about it at all.
Scenario 3
The wording for availability of counterfactual thinking (CFT ϭ yes), not following the principle of loss aversion (LA ϭ no) and experience of focusing illusion (FI ϭ yes) are shown in paragraphs 2, 3 and 4, respectively.
Mrs Ani and her dish cleanser.
After years of using detergent for cleaning dishes, she heard that baking soda could also clean the grease and dirt on dishes. However, at first she didn't believe it, for she thought that baking soda was only for baking cakes. Besides that, baking soda was not available in any of the shops or commonly used for cleaning. It seemed strange to her to use it for cleaning dishes.
Scenario 4
The wording for availability of counterfactual thinking (CFT ϭ yes), not following the principle of loss aversion (LA ϭ no) and no experience of focusing illusion (FI ϭ no) are shown in paragraphs 2, 3 and 4, respectively.
Scenario 5
The wording for following the principle of loss aversion (LA ϭ yes) and experience of focusing illusion (FI ϭ yes) are shown in paragraphs 2 and 3, respectively. Counterfactual thinking was not available (CFT ϭ no).
She once partook in a study group, where she discovered that baking soda could be used for cleaning dishes. Baking soda, which is usually used for baking cakes, could also be used to remove grease and dirt -perfect for cleaning dishes. Moreover, the price of baking soda was very cheap, only IDR 6.500 (US$0.5) per kg; it is even gentle on the hands, and easy to get in local shops. She also felt that baking soda had several other benefits. Compared to detergent, baking soda was more eco-friendly, so it would not endanger the well water she consumed. She realized that using detergent was causing her to worry about her health, and thought that the well was being contaminated by the detergent due to the wastewater from dishwashing finding its way into the nearby well.
Scenario 6
The wording for following the principle of loss aversion (LA ϭ yes) and no experience of focusing illusion (FI ϭ no) are shown in paragraphs 2 and 3, respectively. Counterfactual thinking was not available (CFT ϭ no).
Scenario 7
The wording for not following the principle of loss aversion (LA ϭ no) and experience of focusing illusion (FI ϭ yes) are shown in paragraphs 2 and 3, respectively. Counterfactual thinking was not available (CFT ϭ no).
Scenario 8
The wording for not following the principle of loss aversion (LA ϭ no) and no experience of focusing illusion (FI ϭ no) are shown in paragraphs 2 and 3, respectively. Counterfactual thinking was not available (CFT ϭ no).
After years of using detergent for cleaning dishes, she heard that baking soda could also clean the grease and dirt on dishes. However, at first she didn't believe it, for she thought VOL. 12 NO. 1 2018 JOURNAL OF ASIA BUSINESS STUDIES PAGE 115 that baking soda was only for baking cakes. Besides that, baking soda was not available in any of the shops or commonly used for cleaning. It seemed strange to her to use it for cleaning dishes.
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